Purpose. Describe small business support for youth physical activity opportunities (YPAO) and identify factors associated with this support.
PURPOSE
National data indicate that 61.5% of 9-to 13-year-olds do not participate in any organized physical activity outside school and 22.6% do not engage in any leisure-time physical activity. 1 The prevalence of nonparticipation in moderate to vigorous physical activity is higher among African-American (14.4%) and Hispanic (10.6%) youth than non-Hispanic white (8.1%) youth. 2 To meet Healthy People 2020 objectives for youth physical activity, innovative approaches are needed to efficiently promote behavior change at the population level. [3] [4] [5] One of the well-documented correlates of youth physical activity is the availability of youth physical activity opportunities (YPAO). [6] [7] [8] For this study, YPAO were considered any free or feebased opportunities available to individuals under 18 years of age (i.e., youth) that contained a component that could encourage youth to be more physically active. They included both organized and leisure-time physical activities. Examples of YPAO include classes/programs (e.g. aerobics, dance, karate), sports leagues, parks/playgrounds, and school programs (e.g., athletics). The literature suggests that youth are more likely to walk, cycle, and play if there is easy access to parks, open spaces, or other recreational facilities. [9] [10] [11] Middle-school children engage in more physical activity if they have available after-school programs and high quality recreational facilities near home, and the lack of such amenities has been cited by youth as a major barrier to physical activity. 8, 12 Others have shown that economically disadvantaged and racial/ethnic minority neighborhoods have significantly few-er YPAO than more affluent neighborhoods and that costs associated with YPAO play a role in their utilization rates. 8, 9, [13] [14] [15] Insufficient numbers of YPAO and/or the expenses associated with some YPAO are barriers that may explain the relatively low levels of physical activity among youth residents of such areas. 14 Small businesses (,500 employees) represent 99.7% of the 25.8 million businesses operating in the United States, and employ half of all private sector employees. 16 Event sponsorship refers to supporting various types of activities ranging from local Little League teams and educational partnerships to health fairs. 17 Sponsorships allow small businesses to reach their target market efficiently, expose their product/service directly to the market, give back to the community, and present an image of a socially responsible organization. 18 These are key factors related to general philanthropic practices of small businesses such as giving to charitable entities (e.g., United Way). [19] [20] [21] [22] [23] [24] [25] To expand and deepen knowledge in this area, examinations focused on correlates of small business involvement with specific types of community initiatives (e.g., YPAO) are needed. 19 Research has shown that although a large percentage of small businesses do not support physical activity initiatives in the community, the majority (,70%) believe that small businesses should support physical activity initiatives. 26 This suggests the potential exists for generating support from small businesses for YPAO, a contention that is even more attractive if one considers the large number of small businesses operating in the United States, the positive values associated with sponsorship activities, and their propensity compared with larger corporations to support community initiatives. 16, 18, 24 The development of a strategy for increasing small businesses' involvement with YPAO appears warranted, as it could be a way to increase youth physical activity rates and help youth achieve Healthy People 2020 goals. To aid in the development of such a strategy, this study was conducted to provide information pertaining to small business support of YPAO.
METHODS

Design
Cross-sectional data were collected from small businesses located in eight urban neighborhoods. Each neighborhood was randomly assigned to a 1-month data collection period between March 1 and October 31, 2009. During the data collection periods, two trained investigators visited a list of small businesses randomly selected from all small businesses in the neighborhood. This process was continued until in-person interviews with the small business owners were completed at 30% of the businesses in a given neighborhood. The University's Protection of Human Subjects Board approved the study's procedures and informed consent process.
Study Neighborhoods
A multistep process used in urban health research was employed to define neighborhoods in the city's central, urban core. 27 Geographical information system applications, reviews of published land-use data, and 2000 U.S. Census data were used to construct neighborhood maps based on socioeconomic indicators, ethnic minority compositions, and geographical parameters. 28 Next, systematic street-level observations and survey ratings of all properties in the neighborhoods were completed. Observable physical obstructions (e.g., railroad tracks) most likely to be consistent with resident perceptions were used as neighborhood boundaries. Homogeneity in economic status (evidenced by housing type and housing maintenance) and ethnicity were primary considerations in the neighborhood definition process. Neighborhood demographics were based on weighted averages of data for 2000 U.S. Census block groups contained within the neighborhood boundaries. 28 The definition process resulted in 240 neighborhoods. Fifty-five met the inclusion criteria of having §50% land use for residential and §10% for commercial/retail. These criteria were to ensure a mix of residents and businesses. Two neighborhoods were randomly selected from each quartile of race/ethnic minority composition to obtain adequate racial/ethnic representation as well as heterogeneity regarding race/ethnic compositions of the neighborhoods. Neighborhood characteristics are presented in Table 1 .
Small Businesses
Various sources (e.g., Better Business Bureau, local business associations, etc.) and neighborhood tours were used to compile an exhaustive list of all businesses located in the study neighborhoods. Investigators reviewed the list and excluded businesses that had .500 employees after verifying their size by using the Small Business Size Standards matched to North American Industry Classification System available at www.sba.gov/size/sizetable2002.
A total of 325 businesses were identified in the eight study neighborhoods. Eighty-six percent, or 280, of them were small businesses representing all standard industrial classification divisions (e.g., agriculture, retail) except mining. Contact could not be made with 25 of the 280 small businesses because of disconnected phone numbers. Following visits to 160 small businesses randomly selected from the remaining 255 small businesses, interviews were For individual use only. Duplication or distribution prohibited by law.
completed with 90 different small business owners (65% completion rate).
MEASURES AND PROCEDURES
The Small Business Policy Survey The Small Business Policy Survey is a reliable survey for obtaining information from small business owners on YPAO and other initiatives their business supports or supported during the past year. 26 Owners were asked by trained interviewers to provide details regarding the type of support offered (e.g., financial), the reason why they supported the YPAO/initiative, and the location of the YPAO/initiative (in or outside the neighborhood where their business was located). To facilitate answering questions about the location, owners were shown a map of the neighborhood where their business was located. Owners were also asked to provide information about their business (number of employees, marketing activities) and themselves (age, education).
Statistical Analysis
Data are presented as means 6 SD or percentages when applicable. Significant Pearson product moment correlation coefficients were found among business-level variables and among owner-level variables. Therefore, multivariate analysis of variance was used to make comparisons between small businesses that did and did not support YPAO. To compare annual marketing budget amounts between categorical owner variables (e.g., male and female), univariate analysis of variance was used with the number of employees at the small business and the number of years it has been in business as covariates. The significance level was set a priori at p , .05 and all analyses were conducted using SPSS (version 17.5; SPSS, Chicago, Illinois).
RESULTS
A total of 166 initiatives were identified, and 74 (44.6%) of them were YPAO supported by 44 small businesses. Twenty-six small businesses supported YPAO in the neighborhoods surrounding their business and six of these small businesses were owned by a racial/ethnic minority. The main types of YPAO were team sports and high school athletics, which accounted for 86% of all YPAO ( Table 2 ). The costs incurred by small businesses for their support were categorized as monetary (37.0%), goods and services (41.3%), and volunteerism (15.3%). The reasons given for supporting YPAO were good will (44.1%), affiliation or knowing someone involved with YPAO (29.4%), and solicitation or simply being asked to support YPAO (26.5%). The major reasons for not supporting YPAO were not being asked to support YPAO (52.6%) and difficulty in identifying YPAO to support (31.0%). Only 16% said it was because of insufficient funds or the poor economy. Individual donations typically became part of a larger, general fund. Therefore, a donor's discretion concerning allocation of their donation was limited, as was the ability of those accepting donations to publicly recognize supporting entities.
As presented in Table 3 , small businesses that supported YPAO had larger annual operating budgets (F 5 7.6 [1, 87] ; p 5 .018), spent more money annually on advertising (F 5 8.5 [1, 87] ; p 5 .009) and used more forms of marketing (F 5 10.0 [1, 87] ; p , .001). The ratios between annual advertising and annual operating budgets were similar between YPAO supporting (5.9%) and nonsupporting businesses (6.4%). A greater percentage of small businesses supporting YPAO said that the economy negatively affected their involvement with neighborhood initiatives (x 2 5 3.8 [1, 88] ; p 5 .049). Annual budget amounts for neighborhood initiatives were not contrasted because only three small businesses had such a budget.
Owners of small businesses supporting and not supporting YPAO were similar with regards to their education level, gender (most were men), race/ ethnicity, the number of years they had been with the business, the number of children they had, and the ages of their children ( Table 4 ). Owners of small businesses supporting YPAO were likely to be younger (F 5 6.1 [1, 88] ; p 5 .034), have a sports background (x 2 5 5.6 [1, 88] ; p 5 .018) and feel that small businesses should support YPAO (x 2 5 3.8 [1, 88] ; p 5 .048). Almost 89.1% of all owners and 82.6% of owners at businesses not supporting YPAO felt small businesses should support YPAO.
DISCUSSION
The aim of this study was to describe small business support for YPAO and identify factors associated with this support. The findings indicate that the current support structure for YPAO is not optimally effective in engaging small businesses, and when they become involved it is usually the result of an informal process. In addition, certain business and owner characteristics were found to be associated with supporting YPAO, and the act of being asked for support was mentioned by owners as the primary reason for offering support.
One of the mechanisms used to support YPAO involved the use of money from a general fund typically found at agencies (e.g., United Way) devoted to improving quality of life. For individual use only. Duplication or distribution prohibited by law.
Small businesses that gave to these funds could not direct their donations to specific YPAO, nor was it possible to receive public recognition for donations. For small businesses, this may not be an attractive setup for garnering their support. Small businesses benefit (e.g., attracting more customers) if they use such opportunities (e.g., sponsorships) as a means of advertising, especially if this is done locally where the majority of their patrons are drawn. 17 It also has been shown that providing public recognition significantly enhances the in-volvement of organizations with health promotion efforts. 29 Whether this relationship holds for small business support of YPAO is not known. However if small businesses are aware of the business benefits (e.g., more efficient and effective advertising) of sponsoring neighborhood initiatives, this could be used to promote sponsorships for YPAO. 18 We recommend developing and evaluating a YPAO support mechanism that allows small businesses to select local YPAO they'd like to support while providing recognition for their support.
One major reason determining involvement with YPAO included whether or not owners were asked for support. This is consistent with the findings of others and suggests that the process of garnering support from small businesses could be improved if it included an active solicitation component. 19, 23 Owners also were more likely to offer support for familiar YPAO and YPAO that were characterized by an easier process for offering support. These two aspects appeared to be related in that enhanced familiarity resulted from a friend or family member of the owner asking for support, which most likely facilitated the process. It is possible that strategies to increase small business support for YPAO could utilize a program liaison as a form of family/friend surrogate. Previous research has shown that such an approach can successfully increase the participation of individuals and groups in numerous activities (e.g., health initiatives). 22, 30 Efforts to increase support for YPAO that employed a liaison could improve connections between small business owners and YPAO, provide a way to directly request support, and simplify the process. Another way to make the process of supporting YPAO easier and thus more attractive would be to ask for nonmonetary types of support that are straightforward such as posting information or distributing flyers about YPAO. Philanthropic activity is linked to the structure of the giving process, with less complicated processes receiving more support. 31 Nearly all of the support offered by small businesses went to sports teams and school athletics programs. Owner preferences shaped by life's experiences (e.g., playing sports) and/or characteristics of the YPAO such as high visibility or a relatively high proclivity for soliciting support could account for this finding. 19, 20 Fundraising is a source of financing school athletics programs, and owner preferences have been shown to exert a strong influence on their businesses' philanthropic activities. 20, 32, 33 Small businesses were only slightly involved in other types of YPAO such as onetime events (e.g., 5-K run) and classes. The role these types of YPAO play in attracting small business support will need to be determined. It is possible the total involvement of small busi- For individual use only. Duplication or distribution prohibited by law.
nesses could be significantly enhanced if they are aware of the full range of YPAO needing support. 20 Other investigators have found certain demographics (gender, race/ethnicity, education) to be associated with providing support for non-YPAO type initiatives (e.g., March of Dimes). 25, 34, 35 In the present study, owners of small businesses supporting and not supporting YPAO did not differ with respect to these demographics. This alludes to the prospect that other factors considered modifiable as opposed to nonmodifiable (e.g., gender, race/ethnicity) may guide owner decisions to support YPAO. It has been shown that owner perceptions about the worthiness of an initiative and degree of personal involvement with an initiative influence donating activity at the small businesses. 21 This may have been the case for owners in the present study, who, because of their younger age and sports background, were more ''connected'' with YPAO. Future investigations of attempts (i.e., interventions) to increase the involvement of small businesses with YPAO could explore the effects of positively altering owner perceptions of YPAO and methods (e.g., marketing strategies) for developing a tighter connection between owners and YPAO. The use of liaisons and informational campaigns touting the effectiveness of YPAO for improving youth health could be employed. 19, 20 Madden et al. 20 found that the size of the small business (number of employees) was positively associated with the amount of dollars they gave to community causes. In the present study, small businesses supporting versus not supporting YPAO had larger annual operating and advertising budgets. These results suggest that support for community initiatives, particularly YPAO, may be a function of the available financial resources. In addition, the infrastructures (e.g., human resource personnel) supporting philanthropic efforts at smaller businesses (as denoted by budgets) may not be as developed as those at larger businesses. 20 Therefore, the costeffectiveness of attempts to increase support for YPAO could be reduced if both smaller and larger businesses are included. Alternatively, a model for increasing support for YPAO that includes both small and large businesses may be optimal if a strategy could be developed that effectively and efficiently coordinates smaller and larger philanthropic activities by emphasizing the strengths of each (larger businesses have resources; small businesses are plentiful with a high propensity for supporting community initiatives). 24 For example, the process of supporting YPAO could be simplified and streamlined to reduce infrastructure requirements for philanthropy. This could be accomplished by using technology (e.g., PayPal, Facebook, e-mail) and/or providing support services such as the advice and templates for giving offered by the Australian Corporate Social Responsibility Standards. 36 Forty-one percent of the small businesses were involved with neighborhood YPAO, although none exclusively supported neighborhood YPAO. However, only 22% of the small businesses supporting neighborhood YPAO had racial/ethnic minority owners. Over half of the small businesses supporting only YPAO outside the neighborhood were owned by racial/ethnic minorities. This may be the result of fewer YPAO to support in racial/ethnic minority neighborhoods, where most of the racial/ethnic minority businesses were located. 37 Additional research will be needed to determine if other factors (e.g., neighborhood characteristics, knowledge of the benefits of advertising locally) affect preferences for certain YPAO. It may be particularly important to understand and promote racial/ ethnic minority business owners' support in YPAO, given that racial/ethnic minority ownership may influence the extent of businesses' community involvement and that racial/ethnic minorities own over 5 million small businesses in the United States. 16, 25 Results from the current study should be interpreted in light of limitations. A geo-restricted, relatively small sample may have truncated variable ranges, resulting in an underestimated correlation coefficient. 38 In addition, because this is the first study to our knowledge on small business support of YPAO, there was limited guidance regarding the selection of the independent variables. It is possible that key variables were not examined, including neighborhood-level variables (e.g., socioeconomic status), as they have been found to correlate with YPAO. 39 In conclusion, essentially half of all the small businesses involved in this study provided various types of support (e.g., monetary) for YPAO. The main reason given by owners of small businesses for supporting YPAO was the sense of good will this action conveyed, whereas owners of businesses not supporting YPAO indicated they simply were not asked for support. Small businesses were more likely to support YPAO if they had larger annual budgets (operating and advertising), younger owners, owners with sports backgrounds, and/or owners who felt small businesses should support YPAO. A larger study involving regional or
SO WHAT? Implications for Health Promotion Practitioners and Researchers
What is already known on this topic?
Increasing the quantity and/or quality of YPAO would have a significant impact on youth physical activity. Previous research has firmly established that small businesses are fervent providers of support for community initiatives. What have not been clearly delineated are the factors that promote their involvement, especially regarding specific types of community initiatives such as YPAO.
What does this article add?
The present study adds novel information to the literature concerning the factors related to small business support for YPAO. In contrast to other studies in this area, inperson interviews with small business owners were conducted using a reliable survey to obtain detailed data regarding their involvement with YPAO. This approach may help reveal previously undisclosed correlates of small business support for YPAO. What are the implications for health promotion practice and research?
The results of this study inform health promotion efforts aimed at promoting youth physical activity by providing information about correlates that, if manipulated properly, could increase small businesses support for YPAO. They also suggest the need for additional investigations exploring relationships between business, owner, and neighborhood characteristics and support for YPAO. For individual use only. Duplication or distribution prohibited by law.
national samples of small businesses would provide further insight on small business support for YPAO and allow for more in-depth subgroup (e.g., minority vs. nonminority owned) analyses. Future investigations should continue to examine correlates (e.g., owner perceptions of YPAO, neighborhood-level factors) of small business support for YPAO and the interactions among these correlates. Strategies for increasing small business involvement with YPAO also could be developed and tested. This would be a logical and warranted endeavor given the potential for small businesses to impact community health initiatives. For instance, in the city where this study was conducted there are approximately 78,000 small businesses. If our results are superimposed on this number, we could expect 45,318 not supporting YPAO but 39,880 of them believing they should. Impressive as these numbers are, outcomes (e.g., impact on youth physical activity levels) could be substantially enhanced by integrating and coordinating local efforts to increase small business support for YPAO with broader, national-level initiatives. Such an approach might involve collaborations with the Centers for Disease Control and Prevention, the U.S. Small Business Administration, and the National Recreation and Parks Association, among others.
